Abstract
Introduction
The Internet represents a new era in which many of the traditional marketing conventions are broken (Chaston, 2000) . Coupled with that, the digital revolution has brought about a paradigmatic shift in the manner in which consumers perform business transactions (Hsiao, 2009 ). As such, the online platform is nearly a perfect market for performing dealings because information is instantaneous and buyers can easily compare the offerings of a variety of sellers globally (Ward, 2008; Huang, 2000) . For businesses, the key to survival in the future depends on how well they can integrate this medium in their business models today. In order to sell anything over the Internet, firms have to take into account who their customers are, what their spending habits are like, as well as the products and services they prefer, while shopping along electronic platforms (Richa, 2012) . Online shopping may be considered a dynamically continuous innovation because it has had a significant effect on consumption patterns by modifying and improving the existing shopping behaviour (Molesworth & Suortti 2001 ). It appears then that Internet-based shopping has reshaped consumers' habits and has caused far-reaching vicissitudes to the distribution channel.
Online shopping may be defined as the process whereby consumers directly buy goods or services from a seller in real-time (the level of Internet responsiveness that is judged as sufficiently immediate) without the use of a traditional intermediary service (Hsiao, 2009) . It is evaluated often as a form of electronic commerce (e-commerce) which utilises an online shop, commonly referred to as e-shop, e-store, web-store or web-shop (Shelly, Cashma, & Vermaat, 2008) . Generally, merchants sell products and services directly to consumers while in e-commerce or electronic retailing (e-
Determinants of user acceptance of online shopping
When consumers decide to shop online, several factors determine whether they will continue using the selected e-tailer or not. Studies of Chen and Macredie (2005) indicate that ease of use and the presence of user-friendly features are paramount to a consumer's decision to shop online. This notion is further substantiated by Campbell (1988) and Clemes, Gan and Zhang (2014) who demonstrate that less-complex websites such as those with attributes, elements and features that support users with varying levels of Internet proficiency, are potential sources of impulse purchases. However, novelties in the form of innovative graphics on the site have been proven to be irreplaceable when it comes to encouraging online store visits, browsing, and inadvertent consumption of various products and services on the online platform (Verhagen, Boter, & Adelaar, 2010; Huang, 2000; O'Cass & Fenech, 2003) .
Consumers are repeatedly time-pressed, and want more convenience-oriented, value-added services that will save them time. Online stores have been hailed for their ubiquitous nature, as they are available 24 hours a day for the convenience of the consumers (Ward, 2008) . They provide relief to consumers by eliminating travel necessity, time and effort (Ali, Sankaran & Stevrin, 2010) . Alreck and Settle (2002) note, that the efficient use of time was a critical issue for the modern time-scarce consumer. Therefore, online shopping can be viewed as a time saver for both the shopper and the buyer, as it can eliminate trips to the store and the long lines and delays when at the store. The majority of consumers choose online shopping for a faster and more efficient shopping experience that can be conducted in the comfort of their own homes (Liang, 2009) . Additionally, online retailers are providing more channel variations that bring them into direct contact with the consumer without the shopper stepping into the physical store, such as mobile phones and smart televisions (Smith et al., 2013) . Thus, online shopping services have the potential to fulfill the goals of both consumers and online retailers (Prasad & Aryasri, 2009) .
The unlimited access to competitive pricing across various web stores (Ward, 2008) , combined with the availability of a broader selection of products and services, is a major consideration for consumers who decide to shop online (De Swardt & Wagner, 2008; Jarvenpaa & Todd, 1997) . A study by Huang (2000) highlights that greater access to product information tends to enrich the shopping environment within virtual market places. This factor corresponds with concept of Mehrabian and Russell (1974) regarding information load as the complex spatial measure of stimuli within a setting. On the other hand, the studies of Liang (2009), O'Cass and Fenech (2003) , Childers, et al. (2001) and Eastin (2002) focused on personal perceived values as the underlying dimensions for online shopping involvement items that encapsulated perceived danger, perceived convenience, perceived website quality, as well as perceived benefits. Furthermore, Liao and Cheung (2001) described product life content (the degree to which the product is essential to the daily lives of its users) as being influential towards the consumer's decision to shop online.
Several scholars have highlighted the importance of website design factors as salient towards the uptake of online shopping by consumers. Variables included in this factor are security and privacy (Ranganathan & Ganapathy, 2002; Ward, 2008) . Perceived web security describes individual awareness of web security when providing and sending personal or financial information (O'Cass & Fenech, 2003) . Since buyers and sellers do not interact face-to-face, and the virtual environment allows for high anonymity, online shopping involves greater security concerns than conventional trading. Wolfinbarger and Gilly (2003) identify security as one of the four factors for measuring online retailer service quality. Meanwhile, O'Cass and Fenech (2003) express a similar opinion that user perceptions of web security influence their adoption of online shopping. Hasslinger, Hodzic and Opazo (2007) maintain that trust and security factors are a major influence for the consumers when considering a potential purchase on the Internet platform. Elements that encourage consumers to purchase various products online include web page design, ease of navigation and the searching for information, security guarantees and clearly stated return policies (Siddiqui et al., 2003) .
Other scholars have cited utilitarian or goal-oriented motivations for engaging in online shopping activities. Some of the most common utilitarian motivation factors influencing online shopping include perceived usefulness, which refers to the fact that a user believes in the existence of a positive use-performance relationship when deciding to shop online (Vijayasarathy, 2004) . Ease of use was also identified in the literature as an underlying dimension for online shopping adoption, as it pertains to the extent to which a shopper believes that using an online system would be free of effort (Khare, Khare & Singh, 2012) . Other scholars also emphasise security and privacy (Ha & Stoel, 2009; Hasslinger et al., 2007; Vijayasarathy, 2004 . Security concerns are a major drawback for online shopping intention (Wolfinbarger and Gilly, 2003; Ranganathan & Ganapathy, 2002) .
Gender and online shopping factors
Traditionally, shopping is an activity more favoured by women. It is women who are usually in charge of household shopping and who hold more positive attitudes towards the traditional store and catalogue shopping than their male counterparts (Alreck & Settle, 2002) . However, the new shopping channel provided by the Internet seems to result in a different, if not opposite, gender pattern. Although there was no significant difference between online shoppers and nonshoppers in terms of gender in previous studies (Brashear et al. 2010; Chiu, Lin & Tang, 2005; Donth & Garcia, 1999) , men were found to make more purchases (Slyke, Comunale & Belanger, 2002) and spend more money online (Venkatesh & Morris, 2000) than women. As such, men's perceptions of online shopping were approximately the same or even more favourable than those of female consumers. Such a change of gender pattern in the online shopping environment has been explained using different models or factors, including shopping orientation (Rodgers & Harris, 2003) , information technology acceptance and resistance (Susskind, 2004; Vijayasarathy, 2004) , product involvement (Garbarino & Strahilevitz, 2004) and specific product properties (Verhagen et al., 2010; Donthu & Garcia, 1999) .
First, shopping orientation was found to influence consumers' shopping activities, interests and opinions. Men were more convenience-oriented and less motivated by social interaction, while women were motivated by hedonism in their shopping decisions (Babin, Darden & Griffin, 1994) . However, the function of shopping online as a social activity is weak compared with shopping in traditional stores due to the lack of face-to-face interaction while operating on the online platform. Secondly, there are generalisations in the literature that indicate that women are more skeptical about ecommerce when compared to their male counterparts (Khare & Rakesh, 2011) . As such, women tend to be emotionally less satisfied with online shopping, and consequentially make fewer online purchases as compared to their male counterparts (Jen-Hung & Yi-Chun, 2010; Hanson, 2010; Rodgers & Harris, 2003) . The findings support earlier research, which suggests that men have more positive attitudes towards online shopping, and therefore, are more likely to purchase products online (Hanson, 2010) . On the other hand, women prefer to examine shopping products physically, as well as enjoying group shopping and window-shopping (Chou, Wu & Chen, 2010) . Consequently, women demonstrate a stronger need for tactile input in product evaluations than men (Venkatesh & Morris, 2000) . As such, the inability to touch or try on products, a shortcoming of online purchasing, might also result in fewer female online shoppers. This characteristic affects online purchase negatively, particularly for those products that require more tactile cues for their evaluation (for example, shoes and clothes).
However, the extant waves of empirical research on technology and gender are not conclusive, as existing gender differences may be a function of the different levels of socialisation and access to technology within a specific society (Cho & Jialin, 2008) . It is also possible that with time, any reported gender differences related to technology usage will cease to exist across global markets. Given the inconsistencies in the literature, online consumer behaviour has been examined from the perspectives of consumer demographics (Chou et al., 2010; Hanson, 2010; Alreck & Settle, 2002; Venkatesh & Morris, 2000; Donthu & Garcia 1999) . Moreover, the persistent gender imbalances existing in the South African consumer segment leading to significant variations in consumption decisions have been eminent. This is true within the South African context, which currently is suffering from the post-trauma of the apartheid legacy, and reeling from the problem of separateness. Thus, cumulative research on the online shopping behavioural differences between male and female students merited the authors' attention.
Motivation for the Study
It has been established that there is high growth in the amount of online retail sales globally with the Internet transforming as a substitute for traditional retail marketing formats (Siddiqui et al., 2003) . Moreover, the online retail sector demonstrates signs of enormous competitiveness (Planting, 2012) and invariably contributes significantly to the South African economy (Statistics South Africa, 2010). However, although a trajectory in the high growth rate in online retailing is expected to continue, the current slow economic environment creates challenges for retailers to ensure that customers perceive sufficient justification to engage in further online shopping activities, especially among university students. Furthermore, since shopping online has very different characteristics from shopping in a brick-and-mortar store, some of these characteristics may contribute to consumers' decisions to shop online, while others may discourage them.
The most attractive market segment, the student consumer, has morphed to become the new target market for advertisers and marketers because of its increasing buying power (Koutras, 2006) . Despite the fact that this market segment constitutes over 50 percent of the total population in South Africa, studies aimed at enhancing the online purchasing activity of this cohort are scant. Approximately, 90 percent of university students access the Internet daily (Chou et al., 2010) . The exceptional levels of academic frustrations, coupled with sensation-seeking behaviour among a majority of tertiary students, have contributed to the Internet platform becoming a universal, social and business destination.
In addition, the low-cost financing of technological devices by student financial services such as EduLoan, has driven the influx of wireless devices into the student community. Generally, students demonstrate general liking towards purchasing, and have ample time for shopping, with a tendency to spend money freely, quickly and impulsively (Liang, 2009 ). As such, the university students form part of the global youth culture that transcends all boundaries and are part of the global village (Cant & Machado, 2004) . Therefore, the familiarity of students with the Internet, coupled with their emerging market power, and the likelihood of developing loyal customers by establishing initial retailer-customer ties, provided strong rationale for exploring this consumer group, and their behavioural intentions for online shopping. As such, the following research questions guided the study:
Research questions
RQ1: What are the underlying factors that influence online shopping acceptance among university students? RQ2: What is the impact of gender, as a demographic characteristic, on online shopping acceptance among university students?
Methodology
To obtain an impartial perspective, a theoretical foundation was established initially through a literature review of online shopping dimensions. A quantitative research approach was followed in the current study, using the survey method. Survey methodology is accepted broadly, and has been used by numerous studies in past examinations of online shopping factors (Khare et al., 2012; Hanson, 2010; Chou et al., 2010) . This descriptive survey employed an adapted questionnaire and statistical methods using Statistical Package for Social Sciences (SPSS) software, version 22.0, for Windows.
Participants and sampling strategy
A non-probability convenience sampling procedure was used to recruit respondents by selecting for inclusion only those subjects that are most accessible to the researchers (Malhotra, 2010) . Convenience sampling was more appropriate for this study, as there was no way in which more formal access to lists and databases of online shoppers in South Africa could have been obtained. A student sample size of 300 was chosen for the study; consistent with that used by a number of scholars in similar studies (Khare et al., 2012; Khare & Rakesh, 2011; Vijayasarathy, 2004) . The rationale for selecting a student sample was that a large proportion of tertiary students spend a lot of time browsing online web stores and making repeat purchases of varying expanses (Chou et al., 2010) . The target population comprised both male and female respondents of various age groups (18 years and older), who are actively involved in online purchases from various websites, because it is believed that they can offer valuable contributions to the study (Churchill & Iacobucci, 2002) . To facilitate external validity of the study, only those users who had minimum experience ( 6 months) with online purchases were included in the study. In addition, respondents younger than 18 and non-patrons of fashion retailer websites were considered non-eligible, and therefore, excluded from the study.
Measuring instrument and data collection
Since a few student-based studies that focused on online shopping were identified in the literature (Childers et al., 2001; Khare et al., 2012; Khare & Rakesh, 2011; Kim, 2004; Vijayasarathy, 2004) , it was not possible to identify a unidimensional instrument to measure online shopping factors. As such, the instrument utilised in the study contained measurement items derived from prior shopping motivation research (Childers et al., 2001; Khare et al., 2012; Khare & Rekesh, 2011; Kim, 2004; Vijayasarathy, 2004) . The items that were propounded by these scholars were adapted in the current study based on the trait-valid component measures and high discriminant validity in previous studies. This suggests that limited bias and errors may be expected. This provided further support for the internal consistency of the gleaned scales in the operationalisation and development of cumulative research focusing on online shopping within a South African context. While these scale items were developed specifically for online consumption in various contexts and settings, relevant modifications were made to the original variables used by these researchers in order to capture the holistic online shopping experiences of the respondents. The participants were provided with a list of 22 items and asked to rate their level of disagreement or agreement with each item on a five-point Likert scale, anchored between strongly disagree (1) and strongly agree (5). The questionnaire also contained a section on demographics, with variables relating to the gender, age and experience with online shopping. These questions were structured on dichotomous, interval and ranking-order closed-ended scales, respectively.
Five lecturers were identified as primary contacts at the university and were further provided with training, which enabled them to assume the role of research assistant/s by facilitating the data collection procedure during normal classes. Out of the 300 questionnaires that were distributed, 290 questionnaires were returned. Among these, 34 questionnaires were discarded because of incorrect completion of the questionnaire, or too many fields of data missing. This culminated in an eventual sample of 256 usable questionnaires, giving a response rate of 85 percent.
Reliability and validity
The reliability assessment for the social media instrument was ascertained by computing the Cronbach alpha coefficient values, as shown on Table 1 . According to Nunnally (1978) , Cronbach alpha coefficients of less than 0.50 are deemed unacceptable, those between 0.50 and 0.69 are considered as being adequate, whereas those above 0.70 are regarded as being acceptable in social science enquiry. The sub-scale reliability values ranged between 0.598 and 0.784, while the standardised Cronbach alpha value for the entire scale was established at 0.785, indicating an acceptable level of internal consistency among the scale items. Content validity is the representativeness of the content of the measurement instrument (Malhotra, 2010) . The questionnaire was pilot-tested with a sample of 30 conveniently selected respondents in order to check the wording, phrasing and language appropriateness of the questionnaire items. Exploratory factor analysis was conducted with a view to establish construct validity of the scale. The factor structure showed absence of cross-loadings, thus providing evidence of discriminant validity (items loading on each construct were theoretically dissimilar from those loading on the other constructs) as suggested by Zikmund and Babin (2007) . Subsequently, the items loading on an individual construct theoretically were related to each other, demonstrating high convergent validity (correspondence of items loading on one factor only). Furthermore, the reliability of the scale, as measured by coefficient alpha, reflects the degree of cohesiveness among the scale items is an indirect indicator of convergent validity (Nunnally & Bernstein, 1994) .
Data analysis
The data were analysed using SPSS.
Sample composition
The sample composition consisted of the majority of females, represented by 54 percent (N=140). Similarly, the modal age cohort in the student sample was 18-21 years (51%, N=132). Approximately, 82 percent of the students were undergraduates, while the majority of the respondents (62%, N=159) purported to having experience with online shopping for over three years. However, the majority of the students do not shop online (87.9, N=226). Table 2 despicts these results. 
Exploratory factor analysis
Data were analysed using SPSS (Field, 2005) . Exploratory factor analysis was carried out with a view to condensing the experimental variables into identifiable factors. The principal component analysis method was utilised, while the rotation method was Varimax rotation, with Kaiser normalisation converged in six iterations. Selection of this orthogonal rotation method with Kaiser normalisation was aimed at producing factors that are uncorrelated, leading to high factor interpretability. The Bartlett's test was significant at p<0.000, implying that the data set is not an identity matrix with zero correlations (inter alia variables are correlated), thus confirming that a factor analysis procedure could be applied in the study. Moreover, the Bartlett's test produced a chi square value ( 2 ) of 1670.798, and a KMO value of 0.806 (>0.50), further confirming the appropriateness of the data set for factor analysis. Several default measures were employed in the factor extraction procedure for this study. In line with Zikmund and Babin (2007) , the default measure was to use the eigen value ( than 1) criteria, and the percentage total variance contribution that is considered significant. In addition, factor loadings ( 0.50), percentage of variance explained, and the scree plot criterion guided the extraction of factors. The total variance explained by the extracted factors was 51 percent, indicating that the other 49 percent is accounted for by extraneous variables that do not constitute part of this study and may be investigated in the future. Furthermore, upon developing the scree plot, four data points were observed above the natural bend or break point along the curve. A threshold of 0.4 to 0.70 was maintained on the communalities, as well as a cut-off point of 0.30 on the item-to-total correlations, as guided by Kim and Mueller (1978) . Resultantly, five items were dropped from factor analysis after they loaded unsatisfactory in the initial scale refinement procedure, suggesting that those items may be incapable of differentiating between factors. This procedure resulted in the extraction of a clear four-factor structure. These factors were labelled perceived convenience, perceived security, perceived ease of use and perceived benefits, respectively. Table 3 shows the results of the rotated factor analysis procedure and the resultant psychometric properties of the scale. 
Results and Discussion
The first factor, perceived convenience (eigenvalue = 4.725), explained 23.6 percent of the total post-rotation variance. In addition, high factor loadings were obtained on this sub-scale (.505 PC factor loadings .834) as well as high communalities (.434 PC communalities .717), thus confirming the internal validity of the factor. Five items loaded on this construct, namely 'online shopping saves times driving from store to store' ( =4.31), 'I can order products from distant places' ( =4.42), 'I can purchase products at any time of the day' ( =4.12), 'online shopping enable me to do my shopping quickly' ( =3.43), and 'online shopping is a good idea' ( =3.36). The five items that make up this factor revealed that online shopping offers the users time saving expediency, coupled with owing to the ubiquous nature of the online shopping facility (Ali et al., 2010; Ward, 2008) . Convenience, therefore, refers to time savings and effort savings that include reduced physical and mental effort when shopping online (Jen-Hung & Yi-Chun, 2010) . This is because consumers consider online shopping makes it easy for them to locate suppliers (Jen-Hung & Yi-Chun, 2010), find product items and procure various offerings (Childers et al., 2001; Balasubramanian, 1997) , without having to leave their homes (Wolfinbarger & Gilly, 2003) . The inclusion of this factor demonstrates that the respondents consider convenience as playing a significant role in their decision to shop or make purchases online. In concert with these findings, Richa (2012) dubbed this factor this biggest qualitative gain of online shopping, alongside wider choice, home delivery and flexibility. The second factor, perceived security (eigenvalue = 2.823), explained 14.1 percent of the total post-rotation variance. In addition, high factor loadings were obtained on this sub-scale (.581 PS factor loadings .856) as well as high communalities (.441 PS communalities .756), thus confirming the internal validity of the factor. The five items that make up this factor were reverse coded in order to capture the full essence of the risks associated with shopping online. These included, 'my personal information may not be safe when shopping online' ( =3.61), 'my credit card information may be stolen' ( =3.69), 'I have to wait for goods to be delivered' ( =4.16), 'quality of products delivered may not be the same as one ordered' ( =3.85) and 'it can be difficult to return the defective product' ( =3.89). Security is defined as the extent to which consumers believe that making online purchases is secure (Vijayasarathy, 2004) . It is related closely to privacy risks, which are concerned with consumers' personal information, credit card details, as well as their browsing and shopping habits and the possibility for the misuse of information. Therefore, to increase online shopping, merchants need to take proactive steps to minimise the consumer's feeling of risk (Cho & Jialin, 2008) . One method of doing that is building of consumer trust in the online store, a construct that is widely researched in technology acceptance studies. For example, financial security may be provided by safeguarding the consumers' personal data as well as providing alternative, secure payment methods such as PayPal, electronic funds transfer, and eBucks. The third factor, perceived ease of use (eigenvalue = 1.522), explained 7.6 percent of the total post-rotation variance. In addition, high factor loadings were obtained on this sub-scale (.645 PEOU factor loadings .757), as well as high communalities (.517 PEOU communalities .611), thus confirming the internal validity of the factor. The four items that loaded on this factor were, 'I think I can shop online without any need for assistance' ( =3.36), 'I think Internet shopping requires less effort on my part' ( =3.55), 'I think I can shop online without encountering any problems' ( =2.79), and 'I think online shopping is easy to use' ( =3.37). The items that make up this factor demonstrate that consumers are motivated to shop online if the degree of physical, mental and learning effort that is associated with the shopping experience is condensed. It appears, therefore, that technical aspects such as Internet connectivity, shorter loading times, and easier navigation across the network pages tend to determine the level of participation in the fantasy football games.
The fourth factor, perceived benefits (eigenvalue = 1.11), explained 5.8 percent of the total post-rotation variance. In addition, high factor loadings were obtained on this sub-scale (.595 PB factor loadings .793) as well as high communalities (.543 PB communalities .655), thus confirming the internal validity of the factor. Item reduction and scale purification led to only three items loading well on this construct, namely 'online shopping makes it easy to compare various products and brands' ( =3.62), 'I can get better prices' ( =2.88), and 'I can find a greater variety of products and models online' ( =3.57). The three items that make up this factor indicate the importance of an effortless product acquisition and price comparison process, while using online shopping. The items on this factor have been validated in previous studies that have been conducted by Eastin (2002) .
Independent T-Tests for Differences (Online Shopping Factors with Gender)
Independent sample t-tests were conducted with a view to identify any possible gender-based differences among the respondents, with regard to their decisions to participate in online shopping. Table 4 presents the results. Significant differences were noted with regard to the security factor (p<0.05) with gender, while no gender-based, mean differences (p>0.05) could be established along the other three factors, namely convenience, ease of use, and benefits. The results of the independent sample t-tests revealed that there were no significant differences regarding the convenience dimension (F = .372; t = .018; p > 0.05) between male and female participants. This indicates that in this study, there are no differences relating to the level with which males and females view the importance of convenience as a main objective for conducting online shopping activities. Interestingly, the results of this study are at variance with previous studies, which established that owing to their task-oriented nature, males favour shopping convenience, which is explained as the ability to shop almost anytime from a variety of locations without visiting a store, when compared to their female counterparts (Khare & Rekesh, 2011; Rodgers & Harris, 2003) . The surprising results of this study are in direct contrast with Hanson (2010) who posits that men exhibit higher levels of goal-directedness (compared to women) in their online shopping behaviour, and therefore, will look out for shopping avenues that will enable them to save time and be flexible. It appears then that both male and female students perceive online shopping as being practical and convenient. The notable finding in the current study could be explained by the cross-cultural invariance of the scale that was used, as well as the unique student sample that was surveyed. With regard to the security dimension, statistically significant differences were noted (F = .226; t =2.00; p < 0.05) between male (M= 18.47, SD=4.04) and female (M=19.78, SD=3.82) participants. Information systems studies have supported the notion that there are gender differences in the context of individual adoption and sustained usage of technology (Venkatesh & Morris, 2000) . Women were reported to have a higher level of web apprehensiveness, inter alia resistance to or fear of using the Internet as a channel for context-free online purchases (Susskind, 2004) . Khare and Rakesh (2011) found that females perceived more risk when shopping online than males, as such their desire for online security is more profound. Studies of Cho and Jialin (2008) pointed out that females are less likely to trust online shopping as compared to their female counterparts. In addition, previous studies have indicated that men show more positive cognitive and behavioural attitudes than those of females, suggesting that men are more confident while shopping online than females (Chou et al., 2010; Garbarino & Strahilevitz, 2004; Hanson, 2010; Venkatesh & Morris, 2000) . Notably, web-store software developers ought to pay more attention to online security features such as secure payment options, secure servers and certificates assuring integrity of data transfer, with a view to enhance the trust factor among respondents, more especially the female online shoppers.
The results on the t-tests further revealed that there were no statistically significant differences regarding the ease of use dimension (F = .171; t = -.50; p > 0.05) with gender. In view of the fact that user-friendliness is fundamental when developing online web-stores, there were no significant differences noted regarding the influence of ease of use on online shopping participation among students. This is contrary to the studies of Chou et al. (2010) who suggest that men are more likely to find online shopping websites easy to navigate, while women are cautious and find the online shopping websites generally difficult to navigate. Perhaps online merchants have taken considerable measures to eliminate the physical and emotional hassles associated with online shopping such that these aspects have become a matter of no consequence to either men or women when making purchases through the Internet.
The results on the t-tests further revealed that there were no statistically significant differences regarding the benefits dimension (F = .259; t = -.11; p > 0.05) with gender. This finding is contrary to the study by Hanson (2010) who highlighted that women prefer physically to search for products and look out for bargains, while shopping on both traditional and non-traditional formats. Future studies may try to investigate the trade-off between perceived benefits and risks, culminating with online shopping value for both male and female student shoppers.
Strengths, Limitations and Further Research
The strength of the present study lies in its exploratory nature and application over a student consumer segment. This constitutes an important source of fresh knowledge on the underlying factors that influence the online activities of university students, in particular. However, the study has a limitation in that its results are restricted to South African shoppers only. Furthermore, although the sample size of 256 respondents may have been adequate for inferential statistical analysis, it may not present a true representation of the prominence of online shopping, nationally. This implies that caution must be exercised when generalising the results to other geographical locations and upon deriving subsequent conclusions from this study. Therefore, a replication of this study in other provinces, cultures and market segments, utilising better sampling methods, is warranted in order to establish the robustness of the scale for cumulative research. More research may be conducted in different contexts to explore the linkages among the constructs used in this study with a view to determine a scale, which possesses clinical utility, for use in future online shopping acceptance related studies. In addition, a randomised sample may be utilised with a view to confirm the efficacy of the constructs that have been identified in this study.
Conclusions and Recommendations
As online shopping is still a growing phenomenon, it is crucial for marketers to understand the factors underlying students' online shopping behavior. The spending power of students has overtaken those of their parents. Students also spend more time on the Internet, which is more likely to influence their future online shopping behaviour. This research has identified convenience as the most important dimension that influences students' online shopping behaviour Marketers could thus focus on these dimensions when targeting the students. They could ensure that their websites are designed such that they could save students' time and effort.
The students' online shopping behavior is also influenced by their perceptions of online transaction security. Male and female students differed on perceived security associated with online shopping. However, they did not differ on other dimensions such as perceived convenience, perceived ease of use and perceived benefits. This implies that marketers could emphasise the security dimension when marketing to females, since they demonstrate higher levels of riskaversion and security fears regarding the Internet, than males (Susskind, 2004) . Marketers could introduce novel payment methods such as PayPal and electronic money vouchers to ensure that online purchases are secure. Other alternative payment methods could include a cash-on-delivery strategy to alleviate fears of credit card information leaking, telegraphic/wired transfers, billing to mobile phones and landlines, direct debit, gift cards and postal money orders. Similarly, there has been a proliferation of alliances between retailers with financial institutions on reward programmes such as eBucks and greenbacks, which operate as loyalty-based monetary schemes. In addition, the issues relating to privacy and protection of customers' information cannot be ignored when operating along online platforms. . Marketers could also ensure that the e-retailer's privacy policy as well as vendor address is protected using Secure Socket Layer (SSL) encryption when entering credit card information. Furthermore, quality seals could be used on the shop web-page in an effort to increase consumer confidence of the online shoppers.
